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ABSTRACT
THE RELATIONSHIP BETWEEN DESIGN PARAMETERS THAT AFFECT
SPATIAL PERCEPTION AND BRAND IDENTIFICATION

The aim of this thesis is to reveal the connection of design variables that
shape the perception of space with the brand identity. The method of the study is
based on literature review and questionnaire. Interview, photo shoot, location
analysis were done. The study consists of 5 chapters.
In the first chapter, the place and importance of the study is explained.
However, the basic concepts related to the subject were introduced,
In the second chapter, the concepts of space and space design are explained
and the factors affecting perception are examined. Then, inferences about how the
perception of space is formed through the theories of perception based on knowledge
and sensation.
In the third chapter, the concepts of brand, brand identity and brand identity
are discussed and the concepts of brand identity and brand identity are mentioned.
The ways of reflecting the brand identity in the space design are explained through
the eating and drinking venues.
The fourth section contains the analysis parts of the thesis. Design parameters
affecting the space perception to be used in space analysis are explained. First, the
physical properties of the space began with the size, shape and position, then the
other design changes in the material, color, furniture and lighting were examined in
such a way, what kind of changes on the perception can be explained. Then, the
brand identity analysis of a current selected brand was conducted. In this process,
through the interview with the designer of the space and the photographing of the

place, various information has been obtained about the brand and its characteristics
and history. In the last step of the chapter, how the identity of the brand is perceived
through the design parameters that direct the perception of space is tested by the user
survey method.
In the fifth and last chapter, a general evaluation has been made by presenting
the findings obtained by the survey method applied to the users and results and
suggestions are given.
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